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The brand must be confronted with the threatening of crisis during developing 
course. Communication management is the most important procedure of crisis 
management. How to select the correct crisis communication strategy are based on the 
premise of understanding the mechanism of brand crisis communication effect. 
However, the existing problem is lacking of research on crisis communication effect 
in the theoretical field. The main purpose of this study is to explore the influencing 
factors and routes of brand crisis communication effect. 
There are many influencing factors of brand crisis communication effect. On the 
basis of the relative theories and studies overview, the author proposed the influential 
model. The model supposes the crisis communication power of rhetoric, the crisis 
communication power of information, media credibility, news spokesman reliability, 
the four factors with brand reputation, brand attribution of responsibility influence the 
critical incident persuasion, then influence the brand cognition and attitude. 
In order to verify the model, this study used the door-to-door survey and 
intercept interview to gather the data, and utilized SPSS16.0 and LISREL8.7 software 
to analyze the data by two steps: the first step is simplifying and improving the main 
variables’ measuring scales through the exploratory factor analysis and confirmatory 
factor analysis; the second step is testing the influential model and relative hypotheses 
through the structural equation modeling analysis. 
The result showed: 1）The theory frame presented by researchers is proved to be 
rational. The crisis communication power of rhetoric, the media credibility, the news 
spokesman reliability and brand reputation affect the formation of the critical incident 
persuasion significantly and directly. The brand attribution of responsibility affects 
negatively the formation of the critical incident persuasion. The news spokesman 
reliability is the most important influencing factor. The brand attribution of 
responsibility affects the formation of the brand recognition negatively. The brand 
reputation and critical incident persuasion affect the brand recognition significantly 















and directly. 2）Unlike expected, the crisis communication power of information 
negatively affect brand attitude. This research conclusion is contrary with the practical 
experience of communicating crisis information in abundant. 3) The study put 
forward that there is an important  mediate variable existed during crisis 
communication strategy and effect. This opion is supported by the data. The critical 
incident persuasion is the most important mediate variable affecting brand recognition 
and attitude. 4) The study firstly defined three variables including crisis 
communication power of rhetoric, power of information, critical incident persuasion. 
Three variables are all constituted by multi-dimensions, and every dimension is 
measured by 3 indexes. The crisis communication power of rhetoric includes three 
dimensions, that are objective description, sincere communication, promising correct. 
The crisis communication power of information includes three dimensions, that are 
information plentiful, channel fluently, viewpoint various. The critical incident 
persuasion includes three dimensions, that are quality, ability and influence. 
In the light of the specific conclusions of this study, the author proposes some 
managerial advice accordingly. Finally, the author also brings forward some 
discussions about the contribution and weakness of the study and points out the 
direction of future research. 
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在短短的时间内市场份额迅速由 35%暴跌到 7%，产品召回费用高达 1 亿 4 千万
美元。危机不仅会在短期内给产品销售市场带来直接的影响，也可能使一个叱咤
风云的品牌瞬间倒下。2006 年博士伦润明护理液事件使公司股价下跌了 35%，











































息中心（CNNIC）2011 年 1 月所发布的第 27 次《中国互联网络发展状况统计报
告》显示：截至 2010 年 12 月，我国网民规模达到 4.57 亿，手机网民规模达 3.03
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